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Factors Affecting Satisfaction and Revisit-intention of
Pilgrimage Tourists: Bà Chúa Xứ Shrine in Vietnam
Bang Nguyen-Viet
University of Economics Ho Chi Minh City
bangnv@ueh.edu.vn

Si Nguyen-Van
University of Economics Ho Chi Minh City
nvs@ueh.edu.vn

This study aims to define and measure key factors of the satisfaction and revisit-intention of
pilgrimage tourists to Bà Chúa Xứ Shrine in Vietnam. The study involved both qualitative and
quantitative methods: (i) qualitative research was carried out through focus group discussions
with pilgrimage tourists, and (ii) quantitative research was conducted through interviews with 288
pilgrimage tourists. The results showed that intentions to revisit the Ba Chua Zu Shrine was directly
affected by satisfaction, destination image, cultural contact, and spirituality. The results reveal that
pilgrimage destination image, spirituality and cultural contact had positive and direct significant
influences on revisit-intention and via adaptive satisfaction as a mediating influence mechanism.
The findings provide strong evidence to tourism administrators that destination image and cultural
contact, in particular, improve pilgrim-tourist satisfaction and intent to return. This has implications
for those in the tourism industry, including destination marketers, government officials, and site
managers.
Keywords: pilgrimage destination image, revisit-intention, satisfaction, spirituality, cultural contact

Introduction
Pilgrimage is considered one of the best known religious
and cultural phenomena in human society (Wu et al.,
2019). Pilgrimage is defined as a religious phenomenon
in which an individual or group sets out on a journey to a
specific cult location to seek the intercession of God and
the Saints of that place for an array of concerns (Murray
& Graham, 1997).
As defined by Barber (1993), pilgrimage is a journey to
a distant sacred goal; a journey to a site that embodies
the highly valued the deeply meaningful, or to the source
of core identity for the traveller (Collins-Kreiner, 2010);
a journey prompted by religious motivation (Wu et
al., 2019); a ritual journey for visiting heritage sites to
achieve peace, where transformation occurs and each
step associated with it has significant meaning (Hole et
al., 2019). In the past pilgrimages were often associated
with asceticism, self-denial, and physical penitence, but
today most pilgrims like to travel more comfortably
(Vorzsak & Gut, 2009). According to the study of Hyde
and Harman (2011), in an increasingly secular world,
many non-religious people undertake journeys to sites

of deep personal meaning. Thus, secular pilgrimages
include journeys to gravesites and celebrity memorials,
famous sporting grounds, or sites of political significance
(Durán-Sánchez, et al., 2018).
Pilgrimage is recognised as the earliest form of tourism,
and there is a conceptualisation of contemporary tourism
as a secular pilgrimage (Matheson et al., 2014). Thus,
pilgrimage tourism could be defined as a visit to religious
places to meet religious and recreational needs (Shinde,
2015); but typically it involves someone visiting a specific
place, away from the usual environment, to foster a level
of spirituality (Haq & Jackson, 2009). Additionally,
pilgrimage tourism usually involves specific patterns of
visitation to places of religious importance or pilgrimage
sites where visitors aim to fulfil religious needs (Shinde,
2015). Pilgrimage tourism has been practised for various
motives: to meet self-actualisation, personal wellbeing, and many other needs (Haq, 2014), and has been
increasing in popularity in today’s society (Handriana et
al., 2019).
Vietnam has a unique, age-old Confucian culture—
Vietnamese Confucianism culture—that is closely related
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to the history of the formation and development of the
nation. The Vietnamese people emphasise the importance
of both family and worshipping of ancestors. Bà Chúa
Xứ (Vietnamese) is a goddess of southern Vietnam.
She is a representation of luck, health, and happiness.
Many people make the pilgrimage to participate in the
Bà Chúa Xứ Shrine festival to ask the goddess to bring
good luck to them throughout the year. This is the biggest
folk festival of southern Vietnamand takes place at Bà
Chúa Xứ Shrine, which is located at the foot of Sam
Mountain in An Giang province, Vietnam. The shrine is
an important historical, architectural, and spiritual feature
of the province and surrounding region, while the shrine
festival (also known as the goddess worshipping festival)
is held annually, and was recognised by the Ministry of
Culture, Information, and Tourism in 2001 as a national
festival. The festival follows the lunar calendar, starting
on the evening of April 23 and continuing to April 27.
Bà Chúa Xứ has become a strong symbol of common
belief and spiritual trust among the Vietnamese people.
Hence, attending the annual Bà Chúa Xứ Festival
makes visitors not only feel psychologically satisfied
but also helps them perceive the cultural values of the
local people. A pilgrimage to the sacred Bà Chúa Xứ
Temple and exploring the primitive beautiful landscapes

in the region help visitors forget their daily worries and
anxieties of their modern hurried lives (Long & Nguyen,
2019).
The Bà Chúa Xứ Festival is recognised as a national
intangible cultural heritage in Vietnam. Since it was
upgraded to a national festival, millions of tourists
each year visit the region. However, due to the everincreasing numbers of people, both pilgrims and tourists,
attending the festival, several problems have arisen,
including traffic jams, food safety issues, insufficient
accommodation, inadequate food service, food and
accommodation price increases, and forcing of tourists
to buy products for worship. These issues can impact the
image of this pilgrimage destination and ultimately lead
to dissatisfaction among pilgrims and tourists, potentially
leading to a low revisit rate to Bà Chúa Xứ Shrine.
The purpose of this study is to devise a framework to
explore, define, and measure key factors of satisfaction
and revisit-intention of pilgrimage tourists to Bà Chúa
Xứ Shrine. The paper is organised as follows - first, a
review of the literature and the conceptual framework is
presented; then, the research methodology and design are
explained, and the results of the analysis are displayed;
lastly, the results and the implications of the study are
discussed along with the limitations.

Figure 1: Photograph of Bà Chúa Xứ Shrine

(Source: https://yesyourtrip.com/sights-in-vietnam/ba-chua-xu-temple-chau-doc)
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Satisfaction plays an important role in planning
marketable tourism products and services (Yoon & Uysal,
2005). Tourist satisfaction influences the destination
choice, the consumption of products and services, and
the decision to return (Kozak & Rimmington, 2000). In
consumer marketing contexts, satisfaction is defined as
the consumer’s fulfillment response (Oliver, 1997)—
that is, customers feel satisfied or dissatisfied based on
a comparison of product(s) (services) consumption with
their expectations (Kotler & Keller, 2016). In short,
satisfaction is a consumer’s overall assessment about
a product (service), which is based on expectation and
consumption experience (Akhoondnejad, 2016). In
tourism contexts, satisfaction is a function of pre-trip
expectations and post-trip experiences following the
tourist’ comparison (Chen & Chen, 2010). If a tourist’s
experience is less than what was anticipated, then that
tourist will feel unsatisfied; if a tourist’s experience is
more than what was anticipated, then that tourist will feel
satisfied (Canoves & Prat Forga, 2019; Chen & Chen,
2010; Cong, 2016).

Figure 2: Location of Bà Chúa Xứ Shrine

Various studies have sought to investigate the relationship
between these two factors - satisfaction and tourist
revisit-intention (Bang et al., 2020; Cong, 2016; Chiu
et al., 2016; Chen & Chen, 2010). This means that the
greater the satisfaction with a destination, the more likely
it is that tourists will revisit it. Therefore, we proposed H1
as follows:

(Source: Google Maps)

Theoretical Framework and Hypothesis
Development

H1: Tourist satisfaction positively impacts
tourist revisit-intention (+)

Revisit-intention and satisfaction

Pilgrimage destination image

Revisit-intention is defined as the tourists’ willingness
or intention to repeat an activity or revisit a facility/
destination (Baker & Crompton, 2000; Stylos et al.,
2016) and is linked to the willingness to recommend the
destination to others (Chen & Tsai, 2007). Repeat visitors
play a vital role in the tourism industry because they
participate more intensively in consumption activities,
stay longer at a destination, spread positive word of
mouth, are more satisfied, and require lower marketing
costs than first-time visitors (Lehto, et al., 2004; Zhang,
et al., 2014). Therefore, from some perspectives, it is
better to attract visitors to return than to look for new
visitors (Um et al., 2006). As a result, revisit-intention is
regarded as one of the most important research topics in
tourism literature (Li et al., 2018).

Destination image refers to a traveller’s perception of
a specific place (Chiu et al., 2016) through a mental
representation or a set of attributes or a collection of
perceptions that exist in their memory (Nassar et al.,
2015). Destination image can be defined as a collection of
tourists’ impressions, ideas, expectations, and emotions
which they thoughts about a specific place (Bang et al.,
2020; Chi & Qu, 2008). It also represents associations
and pieces of information connected with a particular
destination (Stylos et al., 2017). Destination image
influences tourists’ behavior in two ways: (1) it influences
the destination choice / decision-making process, and
(2) it conditions subsequent decision-making behaviors
such as participation (on-site experience), evaluation
(satisfaction), and revisit intention (Chen & Tsai, 2007).
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Gartner’s (1993) conceptualisation of destination
image proposes that destination image consists of three
components: cognitive, affective, and conative. The
cognitive component refers to the sum of a tourist’s
beliefs and knowledge of the destination’s attributes
(Beerli & Martin, 2004; Stylos et al., 2017; Zhang et
al., 2014). The affective image component refers to a
tourist’s emotional responses or appraisals, reflecting
their feelings towards the destination (Beerli & Martin,
2004; Stylos et al., 2017; Zhang et al., 2014). The
conative image component refers to a layered succession
in image formation—tourists form the cognitive image,
upon which they develop the affective image and then
the conative image (Chen & Phou, 2013; Gartner, 1993).
The cognitive image component was used in this study
because tourists can judge the attributes of a destination
using observables to obtain more concrete information
about the destination (Chen & Phou, 2013).
In pilgrimage travel, the destination is an exterior space
where the immanent and transcendent coexist to form
a complex spiritual travel phenomenon (Singh, 2006).
In this study, the pilgrimage destination image is an
individual’s mental representation of the knowledge,
feelings, and overall perception of the Bà Chúa Xứ Shrine
as a pilgrimage destination. The result of many studies
show that destination image is one of the factors that
impact tourist satisfaction (Bang et al., 2020; Wang et
al., 2017; Canoves & Prat Forga, 2016), and revisitation
by tourists (Bang et al., 2020; Gannon et al., 2017;
Akroush et al., 2016). Therefore, we proposed H2 and H3
as follows:
H2: Pilgrimage destination image positively
impacts tourist satisfaction (+)

experiences that tourists seek from a different culture
when they travel (Gnoth & Zins, 2013). Cultural contact
emphasises the tourists’ willingness to participate in
a local/particular culture (Chen & Rahman, 2018).
Tourists are expected to achieve higher knowledge and
understanding of the culture of such tourist destinations
through interactions with local culture and residents
(Chen & Rahman, 2018). A destination’s culture that
appears to be more delightful and attractive, particularly
for long-distance visitors (Zeng, 2017), will help tourists
achieve new experiences, gaining more joy—eventually
enhancing their satisfaction. Thus, for tourists, cultural
contact means that they have a chance to access and
learn about various customs, rituals, and ways of life, to
communicate with minority residents, and to engage in
exotic settings (Chen & Rahman, 2018; Gnoth & Zins,
2013), all of which contribute to a more comprehensive
cultural experience and an increased likelihood of
returning (Zou et al., 2020).
Moreover, when tourists recognise the attractiveness
of a new culture, they exhibit an active interest in the
activities which the destination/site has to offer and enjoy
their time more (Chen & Rahman, 2018). Eventually,
their intention to visit that destination on other occasions
will be enhanced. Moreover, deep understanding and
active involvement in local culture help tourists gain an
authentic and memorable experience (Tung & Ritchie,
2011) that eventually leads to an increase in their
satisfaction (Bang et al., 2020; Chen & Rahman, 2018;
Li & Liu, 2019) and revisit-intention (Bang et al., 2020;
Chen & Rahman, 2018; Zou et al., 2020). Therefore, we
proposed H4 and H5 as follows:
H4: Cultural contact positively impacts tourist
satisfaction (+)

H3: Pilgrimage destination image positively
impacts tourist revisit-intention (+)

H5: Cultural contact positively impacts tourist
revisit-intention (+)

Cultural contact
Like any instance of direct interaction among members
who do not share the same identity (Schortman &
Urban, 1998), cultural contact occurs when one group
interacts with another. In the tourism industry, cultural
contact is considered an important concept and happens
when groups of tourists come to visit or make contact
for days with a particular cultural tourist destination
(Chen & Rahman, 2018). In other words, investigation
of cultural contact focuses on the purpose and depth of

Spirituality
Spirituality has linkages with philosophical human
introspection, religion, transcendentalism, metaphysics,
and existentialism, and people seek the meaning of life
in almost all things that they undertake (Nicolaides &
Grobler, 2017). Spirituality is defined as a deep sense of
belonging, wholeness, connectedness, and openness to
the infinite (Kelly, 1995). It is the process of creating a
relationship with what we hold to be sacred as the feelings,
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thoughts, experiences, and behaviours that arise from the
search for something sacred (Hill et al., 2000). Ahmad
and Khan (2015) refer to spirituality as an antidote to
illness and other sufferings, death, and of the overarching
purpose of life itself, and a sense of connectedness with
a higher power or consciousness. Satisfying spiritual
need is viewed as central challenge in social psychology
(Fluker & Turner, 2000). Thus, spirituality is widely
considered in pilgrimage tourism (Matheson et al.,
2014), and is also considered to be central to wellness
(Smith & Puezko, 2009), and visiting certain spiritual
destinations is an important motivation for many tourists.
The need for spiritual life makes people create worship
facilities, develop etiquette, and ceremonies to fulfil the
need. The core of spiritual life is communication with
the divine and divine objects (Long & Nguyen, 2019).
Pilgrimage tourism comprises the visiting of a variety of
spiritual sites and their related services (Raj et al., 2015).
Spirituality in pilgrimage to Vietnam’s Bà Chúa Xứ
Shrine involves praying for what visitors wish to make
them feel satisfied and often results in revisit-intentions
for the future (Long & Nguyen, 2019). Therefore, we
proposed H6 and H7 as follows:
H6: Spirituality positively impacts tourist satisfaction (+)
H7: Spirituality positively impacts tourist revisit-intention
(+)

Research Methods
Research process
This study combines qualitative and quantitative
research methods to investigate the revisit-intention
of visitors to Bà Chúa Xứ Shrine. The qualitative part
of this study was conducted in two phases using focus
groups. Krueger (1998) observes that focus groups are
frequently used to gather information which is then
used to design questionnaires for quantitative research.
The authors conducted a focus group discussion with 10
tourists in December 2018 in the meeting room of the
An Giang Statistical Office, to explore factors affecting
satisfaction and revisit-intention towards the Bà Chúa
Xứ Shrine. Before the focus group discussions, the
authors ensured that respondents were 18 years of age
or above and that they understood the purpose of the
focus group. After confirming their age and availability,
the participants were invited to attend the first focus
group discussion. The participants were required to list

and explain the factors that impacted their satisfaction
and revisit-intention towards the Bà Chúa Xứ Shrine
based on their recent experiences. The participants were
then asked to categorise their listed factors. These focus
group interviews helped the researchers to discover that
(i) revisit-intention is directly affected by satisfaction,
destination image, cultural contact, and spirituality; and
that (ii) satisfaction is directly affected by destination
image, cultural contact, and spirituality.
A second focus group aimed to refine the observational
variables of the research based on the findings of the first
focus group. This was conducted with another group of
10 tourists in the An Giang Statistical Office meeting
room in January 2019. Based on the discussions with this
focus group, the researchers identified five constructs
with 26 items that could be used to measure the research
concepts under investigation. All items were to be
measured using a five-point Likert scale, ranging from
1 – strongly disagree to 5 – strongly agree.
Pilgrimage destination image:
The measurement of Pilgrimage destination image
includes six items:
(1) Safety and security for you and your family;
(2) Local cuisine complies with religious beliefs;
(3) Easy to get a tour;
(4) Friendly people;
(5) Destination with a good reputation;
(6) Rich heritage and history.
All these items were adapted from Gannon et al. (2017).
Cultural contact:
The measurement of Pilgrimage destination images
includes four items:
(1) I like to learn about different customs, rituals and
ways of life;
(2) The more I see, hear, and sense about this culture,
the more I want to experience it;
(3) I would like to get involved in cultural activities;
(4) Contact with this culture forms a very important
part of my experience in this visit.
All these items were adapted from Chen and Rahman
(2018).
Spirituality:
The measurement of Spirituality includes six items:
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(3) Spirituality has true value in life;
(4) I believe there are many rewards to a spiritual way
of life;
(5) Material prosperity is not more important than
spiritual growth;
(6) Spirituality has a positive influence on my vitality
and on my physical health.
All these items were adapted from Nicolaides and
Grobler (2017).
Satisfaction:
The measurement of Satisfaction includes six items:
(1) I have really enjoyed the visit;
(2) I am satisfied with my decision to visit Bà Chúa
Xứ shrine;
(3) I prefer Bà Chúa Xứ Shrine to others;
(4) I have positive feelings regarding Bà Chúa Xứ
Shrine;
(5) This experience is exactly what I need;
(6) This was a pleasant visit.
All these items were adapted from Cong (2016).
Revisit intention:
The measurement of Revisit intention includes six
items:
(1) I intend to travel to Bà Chúa Xứ shrine sometime
within the next two years;
(2) I want to visit Bà Chúa Xứ Shrine within the next
two years;
(3) There is a possibility for me to travel to Bà Chúa
Xứ Shrine within the next two years;
(4) Bà Chúa Xứ Shrine could be my next vacation
place.
All these items were adapted from Stylos et al. (2016).
The survey questionnaire consisted of two sections: the
first dealt with personal information and demographic
characteristics, and the second addressed the research
concepts. Convenience sampling was performed. The
questionnaires were distributed to the respondents by an
interviewer, with instructions on how to complete them.
The instructions emphasised that the study focused only
on personal opinions - to minimise possible response bias.
There were no right or wrong answers. Respondents were
advised that participants would be entitled to a small gift.
Cover letters were provided with all surveys to explain
the aim and purpose of the study, and respondents were
guaranteed confidentiality and anonymity in relation to
their responses. To avoid potential bias, the interviewers

were instructed not to interview more than 10 visitors
from the same tour group. Respondents were asked to
complete the self-administered questionnaire onsite
within approximately 30 minutes. The authors collected
300 questionnaires under the purview of the An Giang
Statistical Office. After eliminating invalid surveys, a
total of 288 completed questionnaires were ultimately
used for further analysis.
Data analysis
Cronbach’s alpha reliability analysis, Exploratory factor
analysis, and Confirmatory factor analysis were used to
assess the collected data. Additionally, structural equation
modelling (SEM) was used to test the model and research
hypotheses.

Empirical Results
Demographic profile of respondents
68% of the respondents to the questionnaire were female,
91% were 30 years of age or older, and more than
half were on their first visit to the Bà Chúa Xứ Shrine
(59%). Most respondents were married (94%) and were
employed full-time (64%) (see Table 1).
Testing scale
The results presented in Tables 2 and 3 show that of
the 26 observed variables used to measure the research
concepts, only the SAT3 (“I prefer Bà Chúa Xứ Shrine
to others”), SAT4 (“I have positive feelings regarding
Bà Chúa Xứ Shrine”) observational variables do not
meet the testing scale conditions, while the remaining 24
variables do.
Construct reliability was measured using composite
reliability (Table 2). The value ranged from 0.838 to
0.892, which was above the recommended criterion of
0.6 and higher (Hair et al., 2010). Internal consistency
among the items of each construct was measured using
Cronbach’s alpha. The value of Cronbach’s alpha was
higher than 0.6, which is considered good for reliability/
internal consistency between the items (Nunnally &
Burnstein, 1994). Convergent validity was measured
using factor loading and average variance was extracted.
The factor loadings and standardised factor loading of
all items ranged from 0.520 to 0.939, which are above
the recommended criterion of 0.5 (Hair et al., 2010). The
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Table 1: Demographic profile of respondents
Measure
Gender
Marital status
Age

Professional Status
Frequency of visiting Bà
Chúa Xứ Shrine

Items
Male
Female
Single
Married
Under 30 years
From 30 years to 55 years
Over 55 years
Full-time employed
Part-time employed
Businesspersons
Retired
Others
First visit
Have visited Bà Chúa Xứ Shrine before

Frequency (N =
288)
92
196
17
271
26
109
153
35
60
124
40
29
170
118

%
32
68
6
94
9
38
53
12
21
43
14
10
59
41

Table 2: Constructs with items and reliability and validity
Concept
FL
SFL
PC
AVE
Pilgrimage destination image: Alpha = 0.853
DI1
0.551
0.520
DI2
0.630
0.577
DI3
0.916
0.939
0.852
0.500
DI4
0.802
0.728
DI5
0.649
0.572
DI6
0.884
0.812
Cultural contact: Alpha = 0.837
CC1
0.754
0.734
CC2
0.835
0.756
0.838
0.564
CC3
0.850
0.735
CC4
0.801
0.779
Spirituality: Alpha = 0.891
SP
0.855
0.837
SP2
0.922
0.877
SP3
0.832
0.785
0.892
0.581
SP4
0.753
0.689
SP5
0.686
0.684
SP6
0.739
0.711
Satisfaction: Alpha = 0.875
SAT1
0.716
0.790
SAT2
0.838
0.827
0.875
0.637
SAT5
0.791
0.784
SAT6
0.860
0.790
Revisit intention: Alpha = 0.869
RI1
0.789
0.756
RI2
0.854
0.792
0.870
0.627
RI3
0.775
0.830
RI4
0.846
0.788
Note: FL: factor loading; SFL: standardized factor loading; PC: composite reliability, AVE: average variance extracted
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Table 3: Results of test for discriminant validity
DI

SP

CC

SAT

DI

0.707

SP

0.022

0.762

CC

0.047

0.072

0.751

SAT

0.100

0.142

0.175

0.798

RI

0.095

0.131

0.167

0.242

RI

0.792

Note: The bold diagonal elements are the square root of the variance shared between the constructs and their
measures; off diagonal elements are the correlations among constructs

extracted values of the average variance ranged from
0.500 to 0.637, which also met the criterion of 0.520 and
higher (Hair et al., 2010).
Table 3 shows that the square root of the squared root of
AVE for each of the constructs exceeds any correlation
of this construct and the other latent constructs within
the model, verifying discriminant validity (Fornell &
Larcker, 1981).

Model testing
Owing to the model complexity and the need to test the
relationships between the constructs simultaneously,
we used SEM (Amos version 20.0). Figure 3 shows the
results of the testing with Chi2 =537.987; Df = 245; Cmin/
df = 2.196; Tucker-Lewis fit index (TLI) = 0.912 (>0.9);
Comparative Fit Index (CFI) = 0.922 (>0.9); the Root
mean square error of approximation (RMSEA) 0.065 (<
0.07) (Hair et al., 2010). Thus, it is possible to conclude
that this model is consistent with data collected from the
market.

Figure 3: Results of Model Testing

Note: *Significant at 10% level; **Significant at 5% level; ***Significant at 1% level.
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Table 4: Results of hypotheses testing
Hypothesis

Path

Estimate

P

Results

H1

SAT



RI

0.426

***

Accepted

H2

DI



SAT

0.303

***

Accepted

H3

DI



RI

0.160

0.008

Accepted

H4

CC



SAT

0.418

***

Accepted

H5

CC



RI

0.223

0.001

Accepted

H6

SP



SAT

0.412

***

Accepted

H7

SP



RI

0.198

0.002

Accepted

Testing hypotheses
Table 4 reports the regression weights. We tested three
hypotheses predicting how factors impact on tourist
satisfaction and four hypotheses predicting how factors
impact on tourist revisit-intention. The results showed
that tourist revisit-intention is primarily predicted by
satisfaction (β = 0.426, p = 0.000), destination image
(β = 0.160, p = 0.008), cultural contact (β = 0.223, p =
0.001), and spirituality (β = 0.198, p = 0.002). Therefore,
there is support for H1, H3, H5, and H7. The results
also showed that satisfaction is primarily predicted by
destination image (β = 0.303, p = 0.000), cultural contact
(β = 0.418, p = 0.000), and spirituality (β = 0.412, p =
0.000). Therefore, the evidence supports H2, H4, and H6.

Discussion
This study aims to define and measure key factors relating
to the satisfaction and revisit-intention of tourists towards
regarding Bà Chúa Xứ shrine. The proposed hypotheses
were tested by maximum likelihood estimation and a
moderated regression analysis.
The results shows that pilgrimage destination image has
an important impact on pilgrimage tourists’ satisfaction,
with ß = 0.303. This implies that the pilgrimage
destination image is an important predictor of pilgrimage
tourists’ satisfaction, which is consistent with many
previous studies (Bang et al., 2020; Wang et al., 2017;
Canoves & Prat Forga, 2016). Another interesting
finding of this study is that pilgrimage destination image
has a significant positive effect on revisit-intention of
pilgrim-tourists, with ß = 0.160. This finding supports
the previous findings by Bang et al. (2020), Gannon et
al. (2017), and Akroush et al. (2016) who all suggest that

destination image plays a key role in revisit-intention.
The studies of Bang et al. (2020), Wang et al. (2017),
Akroush et al. (2016), Canoves and Prat Forga (2016), on
the other hand, did not conduct research in the pilgrimage
destination image context. These finding suggest that
pilgrim-tourists have higher satisfaction and revisitintentions towards the Bà Chúa Xứ Shrine because they
feel that the Shrine has a good reputation, is safe, has
local cuisine that meets religious beliefs, has local people
who are friendly, and has a rich heritage and history.
Therefore, to encourage more visitation and enhance the
satisfaction and revisit-intention of other pilgrim-tourists,
the local government needs a long-term campaign to build
an image of the Bà Chúa Xứ Shrine as being friendly
and hospitable to visitors. At the same time, Bà Chúa Xứ
Shrine administrators also need to have an appropriate
protection plan to develop and protect historical relics
and cultural values in a sustainable manner. Furthermore,
the managers of the shrine should set up a quick response
team to help travellers deal with issues such as crime,
overcharging, and food and safety problems.
The survey results also indicate that cultural contact had
a positive impact on pilgrimage tourists’ satisfaction (ß
= 0.418), and revisit-intention (ß = 0.223). These results
agree with those of previous studies in understanding
the relationships between cultural contact and tourist
satisfaction (Bang et al., 2020; Chen & Rahman, 2018;
Li & Liu, 2019), as well as revisit-intention (Bang et al.,
2020; Zou et al., 2020; Chen & Rahman, 2018). Therefore,
pilgrim-tourists seem to be satisfied with their visit to Bà
Chúa Xứ Shrine and intend to revisit the site when they
enjoy the cultural experience of the destination. Thus, the
managers of Bà Chúa Xứ Shrine and local government
should regularly organise and upgrade cultural activities
(i.e., the festival for bathing and changing clothes for
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the statue of Bà Chúa Xứ, hát bội-classical drama) and
create more conditions for tourists to interact with the
local culture to enhance tourist satisfaction and revisitintention.
Finally, the results show that spirituality has an impact
on pilgrim-tourist satisfaction (ß = 0.412), and revisitintention (ß = 0.198). This finding is similar to that of
Long and Nguyen (2019), who proposed a link between
spirituality, satisfaction, and revisit-intention. Thus,
pilgrim-tourists seem to be satisfied and intend to revisit
Bà Chúa Xứ Shrine when they believe that pilgrimage
tourism to Bà Chúa Xứ Shrine provides a tranquil and
spiritual experience. As a result, the managers of the Bà
Chúa Xứ Shrine and the local government should have
proper plans in place to preserve these values for longterm development. Furthermore, keeping the temple
clean will make tourists happier and ensure that they
return in the future, as well as attract new visitors. Some
educational activities should be carried out in order to
effectively address this issue. Volunteers, for example,
can quietly collect the litter around the temple; hawkers
and motorbike taxi drivers, on the other hand, should
follow the rules and regulations set by the local authority
to create a comfortable atmosphere around the temple
rather than dragging and harassing tourists as is currently
done.

Conclusion
The results of this research highlight factors affecting the
satisfaction and revisit-intention of pilgrim-tourists as
applied to the Bà Chúa Xứ Shrine in Vietnam. Most of
the hypotheses posed in this paper were supported.

travel in different seasons may have different points of
view regarding Bà Chúa Xứ Shrine. To overcome this
limitation, a similar survey in a different season could
be conducted in future research to gain a more general
understanding of behavioural changes during different
pilgrim-tourst seasons. The two sets of survey findings
could then be compared to identify similarities and
differences across these seasons.
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